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ABSTRACT 
 
A cube shop is a special type of retailer, where 35x35x35mm 
cube-shaped rental showcases are provided on shelves within a shop for 
the consignment of goods like cosmetics, fashions and gifts. Why are 
cube shops recently become so popular in Hong Kong, particularly in 
retail cores like Mong Kok? What are the hidden forces behind the 
emergence of these cube shops? This research aims at finding out the 
factors explaining thelocation pattern of cube shops in Hong Kong.  
 
No research has been carried on cube shops before. This dissertation 
contributes for the location factor with special reference to a new form of 
retailer. Cube shop is the new form of retailer, the special natures of 
contracting, transaction cost reduction and low entry barrier are unique 
among various form of retailer. Location theories and regression model 
are used in this research to find out the location factor. After analysis, the 
result reveals that the location of cube shop follows certain pattern and is 
not random.  
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INTRODUCTION 
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1.1. Background 
As time goes by, different types of retailers evolve. Some common types 
of retailers remain popular for decades, for example, retailers of 
cosmetics, fashions, gift, DIY products etc. Conversely, some types of 
retailer fade away with time. There are many different types of retailers in 
Hong Kong. Among these numerous types, a very interesting type of 
retailer is observed, and that is cube shop. 
 
The emergence of a Cube Shop is a very interesting phenomenon due to 
its special natures. The special natures of cube shop are the contracting 
feature, transaction cost reduction and also low entry barrier. These 
special natures will be discussed in Chapter 2. By now, some may wonder 
what a cube shop is as it is so new. In simple terms, a Cube Shop is a 
special type of retailer where cube-shaped rental showcases are present 
for the consignment of goods like cosmetics, fashion and gift. Mostly the 
shoppers in cube shops are teenagers and young adults. The details 
concerning various aspects of cube shop would be discussed in the 
following chapters. Given the unique special natures, cube shop can be 
seen as a completely new type of retailer that emerged. Although there are 
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also some second-hand retailer acting and behaving similarly with cube 
shop, the market potential cannot be compared as the supply of products 
in cube shop can be unlimited. The second-hand retailer relies on the 
supply of products from individual and mass production cannot be 
achieved. Thus, given the special natures of cube shop, it would be 
interesting to know and learn more about it.  
 
In Hong Kong, cube shop has been expanding in recent years. Originally 
located at hotspots for teenagers like Mong Kok, cube shop has been 
extending to new town areas like Tuen Mun or Tai Po. Back to Mong Kok, 
intensive number of cube shops can be found at Sino Centre and also 
CTMA centre. With the special natures in cube shop, would there be 
some special and different factors affecting the location pattern of cube 
shop? It would be interesting to know whether some certain factors are 
significant for the location choice of cube shop, and to what extend their 
influences are on the number of cube shop in a shopping centre. Apart 
from that, since there is no previous study on cube shop, this research 
provides a first-attempt to analyze this new type of retailer. 
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1.2. Objectives 
With the mentioned interests, two objectives are established in this 
research and they are: 
 
1. To review the development and special natures of the cube shop 
2. To identify factors affecting the location pattern of cube shop 
 
1.3. Significance of Study 
Understanding the emergence of different retailers in the society is crucial. 
Why do different retailers emerge at different locations? Why some 
retailers are always observed at street level or at retail core but not the 
others? It is believed that the location pattern of different retailers is 
governed by some sorts of rules. There must be some pattern for the 
spatial distribution instead of randomness. This research therefore helps 
us to understand about the behavior of retailers in the real world with a 
specific reference to cube shop. Cube shop is a very special type of 
retailer emerged recently with the special natures of contracting feature, 
transaction cost reduction and low entry barrier. As no previous research 
has been moved to this area, this dissertation provides a general idea of 
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cube shop and gives explanations on the location factors that are 
accountable to cube shop.  
 
1.4. Organization of Study 
This dissertation consists of 8 chapters which form the framework of the 
research. Chapter 1 provides the general information including the 
background, objectives as well as methodology of the study. As cube 
shop is a new type of retailer in Hong Kong, Chapter 2 gives a 
comprehensive study of the development and characteristics of cube shop. 
After having ideas on the overall idea of the dissertation, Chapter 3 
reviews the previous literature which helps to give a precise a definition 
of shopping mall and understand different ideas of location theories. 
 
To understand and analyze the location pattern of cube shop throughout 
Hong Kong, chapter 4 and chapter 5 covered macro perspective analysis 
and micro perspective analysis respectively. Chapter 4 analyzes the 
location pattern of cube shop in a city level and Chapter 5 analyzes the 
location pattern of cube shop in a district level.  
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After having the general idea of location pattern of cube shops in Hong 
Kong, factors affecting the number of cube shop at a shopping mall are 
investigated. Chapter 6 discusses the factors that affect the number of 
cube shops in a mall in qualitative term while Chapter 7 discusses that in 
quantitative term. A regression model is established in quantitative 
analysis in Chapter 7. Chapter 8 gives the conclusion on findings and 
suggests areas for further research.  
 
1.5. Methodology 
Cube shop has been expanding rapidly in Hong Kong over recent years. 
Yet, there is still no research on it. Therefore, this research aims at 
examining the location pattern of cube shop in Hong Kong and gives 
account for the distribution.  
 
The overview of the location pattern of cube shop is going to be firstly 
analyzed by the principles of the location theories. This would consist of 
two parts which are the macro perspective analysis and also the micro 
perspective analysis. For the macro perspective side, the ideas in Central 
Place Theory are utilized for the analysis. On the other side which is the 
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micro perspective side, the ideas in Land Value Theory, Principle of 
Minimum Differentiation as well as Spatial Interaction Theory are used 
as the basis to analyze the location pattern of cube shop. 
 
After having the overall picture of the location pattern of cube shop in 
Hong Kong and through analysis of a series of location theories, a two 
way round analysis is carried out to identify factors which contribute to 
the change in number of cube shop in a shopping mall. Considering that 
some factors are solid and can be quantized while some are not, 
qualitative analysis and also quantitative analysis are carried out 
respectively. A regression model would be established for the quantitative 
analysis. These analyses would help to find out the factors that affect the 
emergence of cube shops. 
 
Based on the result obtained, a conclusion is drawn at last. Result of 
findings is also summarized. 
 
1.6. Collection of Data 
As cube shop is relatively new in Hong Kong, there is no special category 
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for it from information sources like Yellow Page. Therefore, data on the 
current distribution of cube shops over Hong Kong are collected through 
the Internet, institutions including “Opencube” and “hkcubeshop” and 
physical site inspection.  
 
Opencube is the one of the biggest search engines of cube shop in Hong 
Kong which provides information on the scale, description comments by 
users as well as other information on different cube shop over various 
parts of Hong Kong and Macau. Internet users are free to give their 
comments and information on different cube shop. Similarly, hkcubeshop 
behaves more or less the same as the Opencube. And it additional 
provides leasing services for cube shop owner.  
 
Subjected to the limitation of data in Yellow Page as well as other 
databases, the Opencube and hkcubeshop remain the most comprehensive 
database for cube shop in Hong Kong. Apart from the information 
provided on the mentioned 2 institutions, physical site inspection is 
carried out to verify the provided information. As there some 
discrepancies between the information recorded on the two websites and 
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physical inspection, the database obtained through the two mentioned 
institutions is compiled with respect to the information found through 
physical site inspection.  
 
Other data used for the regression model and location analysis are from 
various publications, newsletter, government report etc. The data for the 
pedestrian flow in the regression model is mainly measured by site 
inspection to the targeted shopping malls. The way for ascertaining the 
pedestrian flow will be discussed in Chapter 3. 
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CUBE SHOP 
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2.1. Definition of Cube Shop 
A “Cube Shop” is also named as “Checker Depot” or “Rental Showcase”. 
In Chinese, it is named as “格仔鋪”. It is a special type of retailer that is 
designed to store cube-shaped showcases for consignment of goods 
where the tenants of the showcases pay for the services as tenants.  
 
2.2. Development of Cube Shop 
Cube shop is a new type of retailer that is getting more and more popular 
in Hong Kong. It is originated from Akihabara in Japan which is a major 
shopping area for electronic games, anime products, and otaku goods, 
including both first-hand and second-hand items. In the areas, cube shops 
are emerged. At that time, the role of these cube shops is to act as a 
platform for the consignment of second-hand electronic games, anime 
products, and otaku goods. The setting of cube shops at that time is 
similar to the setting nowadays except that the products and the users of 
the cube shops are different.  
 
Years after and in early twenty first century, cube shop has been extended 
to Ximending at Taiwan which is one of the most important consumer 
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districts at Taiwan. Even at that time, the role of cube shop is more or less 
the same as those in Japan where the consignment service of electronic 
games, anime products, and otaku goods remains the major function. 
 
Around the same period, it was rumored that the first cube shop was 
opened at Central in Hong Kong. However, since cube shop was still a 
completely new type of retailer at that time, the newly opened cube shop 
was soon shut down.  
 
In recent years, cube shop has gained popularity among the South East 
Asia. For the case of Hong Kong, cube shops are becoming more and 
more popular. There are currently more than a hundred of cube shops in 
Hong Kong and they spread throughout different parts of Hong Kong. 
Most of the cube shops are located at retail cores like Mong Kok. In 
particular, one of the most famous spot for cube shops is the Sino Center 
at Mong Kok where cube shops can be seen everywhere. 
 
Newly opened cube shop can be seen everywhere and their role also 
change with their expansion. The products of these cube shops have also 
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become in greater variety to cosmetics, fashions and gifts etc. 
Second-hand products are no longer the majority and indeed they become 
rare products in cube shop. Most of the products that are consigned in 
cube shops are now first-hand products with large variety. In most cases, 
the tenants of these cube shops are the young adults who are keen in 
developing their own business. Therefore, they utilize the services 
provided by cube shops as their stepping stones. 
 
As cube shop in Hong Kong is getting increasing popular, there are some 
institutions established to provide information on cube shop. Two of the 
most popular institutions are “Opencube” and “hkcubeshop”. Websites 
are also established by these two institutions to introduce different cube 
shops in Hong Kong and also Macau. Users are allowed to comment on 
the performance of different cube shops and exchange their ideas on this 
topic. 
 
2.3. Different Types of Cube Shop 
There are different types of cube shop in Hong Kong. Generally they are 
be categorized into “Pure Cube Shop”, “Hybrid Cube Shop” and 
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“Ancillary Cube Shop’. “ 
 
 
 
“Pure Cube Shop” as its name suggested, it provides the consignment 
service of cube shop only. No other business is run in such shop. 
 
However, some cube shops not only provide the consignment services, 
but also some other business. The most popular additional business area 
involved is the business of selling own imported products. With different 
purposes like attracting pedestrians’ attention, the operators of the cube 
shop may want to introduce own imported products. Therefore the 
owners would provide own imported products in addition to the products 
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that are consigned. The own imported products provided by the owners 
are often similar to the products that are consigned, so agency problem 
may be resulted. The own imported product usually enjoys a higher profit 
margin and thus the owners would prefer to sell the own imported 
products. Besides, this type of shop is also the case when there is 
inadequate number of tenants paying for the consignment services. Under 
such situation, the cube shop has to rely on own supply of products to fill 
the empty spaces of the unrented showcases so as to give outsiders a 
better image. 
 
The last form of cube shop is “Ancillary Cube Shop”. Unlike the previous 
two types where the consignment service is the major source of income of 
the shop. Showcases (Cubes) in these shops are for temporary strategic 
purpose as an additional source of income only. The shops originally are 
intended for purposes like toys, DIY jewelry, boutique, watches, 
cosmetics that fit well with the major product in showcases. Yet, there is 
extra space in the shops and so some showcases are installed to utilize the 
extra space.  
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2.4. Stakeholders of Cube Shop 
The major stakeholders of cube shop include the boss, the employees, the 
showcase tenants and also the shoppers. The boss of the cube shop can be 
an owner of the retail unit or a leasee of the retail unit. According to 
Compact Oxford English Dictionary, “agent” can be defined as a person 
who provides a particular service, typically liaising between two other 
parties. Both the owner and the employees act as the agent of the 
showcase tenants as they act on the tenants’ behalf to sell the products. 
According to Compact Oxford English Dictionary, “customer” can be 
defined as a person who buys goods or services from a shop or business, 
therefore the tenants of showcases can be seen as a customer of cube shop 
as they buy the consignment services from the operators of the cube 
shops. On the other hand, the number of shoppers to a cube shop is very 
important as it can affect the number of tenants (customers) to pay for the 
consignment services of the cube shop. The boss and the employees of 
the cube shop rely on the number of tenants (customers), in other way 
round the tenants of the showcases rely on the number of shoppers and 
the shoppers rely on the operation by the boss and employees to shop. 
The stakeholders of cube shop are interlinked to each other. 
17 
 
 
2.5. Terms and Conditions in Cube Shop 
Cube shop is operated and managed by the boss and also the employees. 
Different cube shops would have their own sets of rules. There are rules 
governing the deposit requirement, minimum rental period of showcases, 
term of payments etc. These rules are specified in the leases to the tenants 
of the showcases.  
 
The deposit is paid as a collateral as an agreement for the terms and 
conditions specified. The amount of deposit is usually the rent payable for 
one month. The minimum rental period of a showcase is dependent on 
different cube shops and a period of three months is often adopted. Most 
cube shops would collect commission on the revenue of the tenants of 
showcases. This system of receiving commission is like a shopping 
centres receiving turnover rent from tenants. In most cases, after 
deducting the rent of the showcases, based on the revenue of each 
showcase, a 5% (the figure depends on individual cube shop) commission 
would be charged by the cube shop. With this kind of agency fees 
introduced, there can be incentive for both the tenants of the showcases 
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and the owner’s team to sell the products. 
 
There are also some terms and conditions governing the management side 
of cube shop like the operation hour of cube shop. However, the details 
concerning these terms and conditions are outside the focus of this 
research. 
 
2.6. Special Natures of Cube Shop 
2.6.1. Low Entry Barrier 
The entry barrier for establishing new business in Hong Kong is high, as 
the price and the rent for land and property is high. When businessmen 
want to establish a new business, the problem of high rent would be one 
of the greatest barriers. The problem is especially significant when the 
businessmen aim at selling fancy and innovative products which carry 
greater risk. To cope with the high entry barrier and also the high risk 
associated with the uncertainty of the products, cube shop is emerged to 
serve these businessmen.  
 
Generally there are many showcases in a cube shop, and these showcases 
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are usually in the shape of a rectangular cube. This is the origin of the 
name, cube shop which is also in Chinese term called as “格” . The size 
of showcases in a cube shop is usually 35mm x 35mm x 35mm. There are 
also some special showcases with different sizes for the specific interests 
of businessmen with specific needs. Depending on the nature of the cube 
shop and size of the cube shop, the number of showcases in a cube shop 
varies, and normally ranging from few tens to few hundreds. The use of 
the showcases in cube shop is to be let to tenants. The tenants of cube 
shop are often the businessmen with inadequate financial power. Owners 
of cube shops let the showcases to tenants on a leasehold system and the 
lease specifies the details of renting the showcases. The rent of the 
showcases would depend on the site and location of the showcases in the 
shop. Normally, the larger the showcase and the more eye-catching the 
location are, the higher the rent. The high entry barrier and also the high 
risk associated with the uncertainty of fancy and innovative products are 
tackled with the low entry barrier nature of cube shop. 
 
Cube shop is strongly bonded to information technology. As the tenants 
of the cube shop are often young adults who are born in the age of 
20 
 
information technology, thus cube shop has highly utilized the 
information technology particularly the Internet. For example, the 
managers of the cube shop  
 
2.6.2. Transaction Cost Reduction 
Cube shop has gained popularity over recent years and most teenagers in 
Hong Kong know the existence of cube shop in Hong Kong as well as the 
services offered by it. For those who want to sell their second-hand 
products or develop small-scale new business, cube shop provides an 
easy and user friendly platform. Details of cube shops are readily 
available on the Internet and so potential tenants of showcases can gain 
access to the information rapidly. Unlike the ordinary way of online 
bidding for the second-hand and new products, cube shop also allows 
shoppers to have physical glance and check on the product. Besides, 
shoppers can enjoy the clustering fact that different products are available 
in a cube shop, thereby saving time on searching different products. Cube 
shop can be therefore seen as a mean for transaction cost reduction as the 
search cost for both the showcase tenants and shoppers is reduced. 
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2.6.3 Contracting Nature 
In a cube shop, dozens of consignment boxes are present for the 
consignment of goods. These consignment boxes are to be let to different 
tenants for the placement of their products under leasehold system. The 
inter-relationship between the cube shop operators and these tenants is 
based on contract. Therefore, the cube shop is described as having the 
contracting nature as the consignment boxes are contracted out to 
different tenants. 
 
2.7. Showcases in Cube Shop 
The showcases in cube shop are to be let to tenants for the consignment 
services, and these showcases are rectangular in shape. The “Cube” part 
in the name of “Cube Shop” refers to these rectangular shaped showcases. 
There is no restriction on the size on these consignment boxes. Yet, 
considering the nature of the consigned products which will be discussed 
next, the size of showcases in a cube shop is usually about 35mm x 
35mm x 35mm. Consignment boxes are usually located at the side of a 
retail unit, moreover, some innovative ideas even make use of the floor 
space. For example, a cube shop at Mong Kok makes use of the ground 
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floor to install consignment box.  
 
The showcases are used so as to clearly define the property right of the 
tenants. If no showcase is used, argument can arise for tenants on where 
and why the products are located differently. Therefore the showcases 
provide convenience for management. Besides, there is low correlation 
among the products in different consignments, as each consignment box 
can be held by different tenant. The showcase can be shown clearly and 
separately as the boundary between each consignment box is clearly 
stated. The shape of the showcases is in rectangular because it is efficient 
in utilizing the space, since space in Hong Kong is scarce. 
 
2.8. Product in Cube Shop 
As discussed, normally fancy firsthand products are to be sold in cube 
shop. These include first-hand or second-hand toys, DIY jewelry, 
boutique, watches, cosmetics …etc. However, second-hand product only 
occupies a very small portion and is insignificant because business cannot 
be operated in long run. Selling of second-hand product is often due to 
personal interest only. Besides, after the products are sold, there would be 
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no replacement for the products. Thus, the majority of products in cube 
shops are first-hand fancy products which attract teenagers and young 
adults. 
 
2.9. Comparison with Shopping Centres  
With the special nature of contracting in cube shop, cube shop behaves 
quite similarly to shopping mall to some extent. 
 
Contracting is a common feature in cube shop and also shopping centre. 
If the cube shop operators rent the retail space on contract basis, both the 
operator of cube shop and the owner of shopping centre are contracting 
out part of his assets to tenants on a leasehold basis. Cube shop can be 
seen in a lower hierarchy than shopping centre. Their relationship can be 
illustrated by the graph below. 
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After a shopping centre is developed, the owner can let the retail units to 
different tenants (sometimes selling the ownership of each retail unit 
individually). This primary source of tenants would carry out their 
business separately. In case the primary tenant is running a cube shop 
business, it would further let the showcases in the shop to another group 
of tenants, which can be called as secondary tenants. Therefore, the 
tenants of showcases can be seen in a lower level in the hierarchy. 
 
Tenant Mix 
Tenant mix in a shopping centre is a very complicated topic in which 
much research have been conducted and carried out. The control over 
tenants in retail tenant mix is very important for the success of a shopping 
centre. Depending on the role of shopping centres and other factors, the 
performance of a shopping centre can be largely affected by the policies 
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over the tenant mix control. In cube shop, the owner similarly has to 
consider the tenant mix of its tenants of showcases. Sometimes the owner 
would categorize a type of products to be placed on one side of the shop, 
and there is also restriction on the types of products that are to be 
consigned. Tenant mix also plays a role in cube shop like a shopping 
centre does. 
 
Terms and Conditions 
Some similarity between the similar terms in cube shop and shopping 
centre has been addressed previously. This is due to the common 
contracting nature and the similarity includes the terms on turnover rent, 
deposits, minimum leasing period etc. 
 
Pedestrian Circulation 
Due to the difference in nature, scale and size, there is no significant 
pedestrian circulation in cube shop. In shopping malls, pedestrian 
circulation is a vital concept that can alters the performance of tenants 
and also the overall performance of the shopping malls. Provision of 
pedestrian circulation aids like elevators and escalators is examined 
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carefully to achieve a better design. For the case of cube shop, such 
technique is not necessarily important. 
 
Property and Facility Management 
Apart from that, the construction design in cube shop is much less 
important than shopping centre, and there is no special need in property 
management and facility management. The shopping centre is a much 
more complex structure mainly due to its nature, size and scale. Cube 
shop is a much simpler structure with some common characteristics as of 
the shopping centre only. Facility management does not play a role in 
cube shop simply because there is often no facility for shoppers to use in 
a cube shop. Unlike the case in shopping centre, facility is always 
provided as an enhancement for the image and the value of the shopping 
mall. Property management in cube shop mainly deals with the 
management of the consignment boxes in the cube shop, although it is 
still important, the scale is not comparable with shopping mall.  
 
Summary of the Key Ideas with Shopping Mall 
The common nature of contracting in cube shop and shopping mall has 
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inspired the author to make comparison between them in this chapter. 
Subjected to the difference in the nature, size and scale between cube 
shop and shopping centre, cube shop behaves and operates in a simpler 
manner which pedestrian circulation and property and facility 
management are not as important, though the common contracting nature 
gives a interesting phenomenon. 
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LITERATURE REVIEW 
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3.1. Definition of Shopping Centre 
According to Chu (2009), the term “shopping centre” is widely used in 
Asia Pacific region whereas in North America and other places, the terms 
“shopping mall” is used.  Chu also mentioned that shopping malls are 
usually applied to an enclosed retail structure and shopping centres 
usually refer to open-air retail complexes and in Asia including Hong 
Kong, shopping centre and shopping mall are used interchangeably. In 
this research, shopping centre and shopping mall carry the same meaning.  
 
There are different versions of definition of shopping centre in the world. 
For the purpose of this research, a clear definition of shopping centre is 
needed. Different researchers in the past have their own definitions of 
shopping centre. One of the most often used ways of classification is the 
three-fold classification. Dawson categorized neighborhood centre, 
community centre and regional centre forms the three-fold classification 
which has been widely recognized and adopted in centre planning 
activities.  (Dawson, 1983) 
 
Although the three-fold classification for shopping centres have been 
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widely accepted but it cannot fully explain the development at that time. 
Dawson therefore suggested extensions to the traditional classification by 
the three-fold classification. The extended classification of shopping 
centres by Dawson is listed below: 
 
Main Type Sub-Types 
General Purpose free-standing centres Neightbourhood 
 
Community 
 
Regional 
 
Strip 
 
Super-regional 
General-purpose centres in shopping 
districts (Renewal centres) 
Infill 
 Extension 
 
Core replacement 
Multi-use centres New Town centres 
 
Downtown Megastructures 
Ancillary centres Hotel-associted 
 
Office-associated 
 
Transport-associated 
Speciality centres Purpose-built 
 
In recycled buildings 
Focused Centres 
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However, as the development of shopping centre changes with time, 
Dawson way of classification does not fully match with the current 
shopping developments. The International Council Shopping Centres 
(ICSC), one of the most authoritative organizations on shopping centre 
outlines the definition for different shopping centres. Shopping centre is 
defined as a group of retail and other commercial establishments that is 
planned, developed, owned and managed as a single property, typically 
with on-site parking provided. The center's size and orientation are 
generally determined by the market characteristics of the trade area 
served by the center (ICSC, 2010).  
 
In addition, according to the Eurpoean Shopping Centre Standard (2010), 
shopping centre is categorized into traditional and specialized shopping 
centre respectively.  
 
International Standard for European Shopping Center Types 
Format Type of Scheme Gross Leasable 
Area (GLA) 
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Traditional 
Very Large  > 80,000 m
2
 
Large  40,000 – 79,000 m2 
Medium  20,000 – 39,000 m2 
Small Comparison Based 
Convenience Based 
5,000 – 19, 999 m2 
 
Specialized  
Retail Park Large 
Medium 
Small 
>20,000 m
2
 
10,000 – 19, 999 m2 
5,000 – 9,999 m2 
Factory Outlet 
Center 
 >5,000 m
2
 
Theme-Oriented 
Center 
Leisure Based 
Non-Leisure Based 
>5,000 m
2
 
 
1. Tradition Centre 
A traditional center is defined as an all-purpose scheme that could be 
either enclosed or open-air and classified by size, the three-fold 
classification by Dawson (1983) falls within this category. The 
conceptual idea of comparison-based centers is that a larger retail areas, 
most likely found in city centers and not anchored. Conversely, 
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convenience-based centers include retailers that sell essential goods 
(those items consumers buy on a regular basis) and are typically anchored 
by a grocery store (supermarket or hypermarket). Additional stores 
usually found in convenience-based centers include chemists (drugstores) 
(Eurpoean Shopping Centre Standard, 2010). 
 
2. Specialized Shopping Centre 
Different from traditional shopping centre, specialized centers include 
specific purpose-built retail schemes which can be further classifited into 
retail park, factory outlet center and theme-oriented center. 
 
The Eurpoean Shopping Centre Standard (2010) defines the three 
specialized shopping centre as follow: 
 
Retail Park, also known as a “power center,” is a consistently designed, 
planned and managed scheme that comprises mainly medium- and 
large-scale specialist retailers (“big boxes” or “power stores”). 
 
Factory Outlet Center is a consistently designed, planned and managed 
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scheme with separate store units, where manufacturers and retailers sell 
merchandise at discounted prices that may be surplus stock, prior-season 
or slow selling. 
 
Theme-Oriented Center is a consistently designed, planned and 
managed scheme that can either be leisurebased or non-leisure-based. 
This scheme includes some retail units and typically concentrates on a 
narrow but deep selection of merchandise within a specific retail category. 
A leisure-based center is usually anchored by a multiplex cinema and 
includes restaurants and bars with any combination of bowling, health 
and fitness and other leisure-concept uses. A non-leisure-based center 
concentrates on a niche market for fashion/apparel or home furnishings or 
can target specific customers such as passengers at airports. 
 
In this research, due to the characteristics of cube shop, focus would be 
put on theme-oriented center.  
 
3.2. Pedestrian Flow 
Information of pedestrian flow has to be collected as it would be one of 
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the independent variables to be tested. There are several methods reported 
(Leung, 2007; Teknomo K., 2000) on the collection of these data. These 
methods include video records pedestrian flow, photographic, mechanical 
as well as cordon sample survey. With the limitation on cost side, cordon 
sample survey would be used in this paper consistently to evaluate the 
pedestrian flow of different shopping centres. By drawing cordon lines on 
the floor plans of the shopping centres, the number of pedestrians 
crossing these lines on the floor plans is counted. Considering the 
operating hour of shopping centres, the peak period when the number of 
pedestrian flow of the shopping centres is the highest is avoided because 
the pedestrian flow is so large that there is no sufficient time to record 
down the exact number. The peak period is often the after working hours 
during the weekends. To have a better measurement on the pedestrian 
flow, on site measurements are carried out during the afternoons (i.e. 2pm 
to 5pm) of weekdays (i.e. Monday to Friday) in late January to first 
February in 2010. The selected time slots are the ordinary working hours 
of shopping centres and there are no public holidays which can affect the 
result severely.  
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3.3. Search Cost and Agglomeration 
Stigler in his paper in 1961 proposed the idea of “search”. As prices 
change with varying frequency in all markets, no one will know all the 
prices which various sellers quote at any time. As such, a buy who wishes 
to ascertain the most favourable price must therefore canvass different 
sellers. This kind of phenomenon is called “search”. (Stigler, 1961) 
 
Smith in 1999 suggested that the costs of searching to be divided into 
external and internal cost. External costs include the monetary costs of 
acquiring the information, and the opportunity cost of the time taken up 
in searching, and they are not under the consumer's control. On the other 
hand, internal costs include the mental effort given over to undertaking 
the search, sorting the incoming information, and integrating it with what 
the consumer already knows. Internal costs are determined by the 
consumer's ability to undertake the search, and this in turn depends on 
intelligence, prior knowledge, education and training. These internal costs 
are the background to the study of bounded rationality. (Smith, 1999) 
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3.3. Location Theories 
Some of the very famous theories are discussed here as an aid for the 
research in later chapter, and they are the Central Place Theory, the Land 
Value Theory, the Principle of Minimum Differentiation and also the 
Spatial Interaction theory. 
 
3.3.1. Central Place Theory 
The Central Place Theory is first formulated by the German economic 
geographer Walter Christaller in 1933. August Losch has attempted to 
reformulate the Central Place Theory’s rigid geometrical portrayal of 
market sizes. 
 
In a territory, urban areas or a “central place” exist and provides goods 
and services to the territory. In such a place, producers of different 
services would locate to operate. There is a list of assumptions suggested 
in the Central Place Theory. The territory is assumed to be an unbounded 
isotropic, homogeneous, unbounded limitless surface with evenly 
distributed population as well as resources. (Christaller, 1966) 
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In the hypothetical world, there are two important key concepts which are 
market range and demand threshold. The demand threshold is important 
as producers need to locate above a minimum level of demand, which is 
the threshold. Below the threshold, the producers would not be able to 
capture normal profit and thus it would fail in operating. The second 
concept market range is about the distance that the consumers are willing 
to travel for the goods or services supplied by the producers. Each good 
or service would have its special market range and threshold, so there is 
no universal standard for different products. For example, buyers are 
more willing to travel for a longer distance for expensive goods or 
infrequently purchased goods like furniture. Conversely, frequently used 
goods or services like daily food and commodity, buyers would not be 
willing to travel for a long distance to purchase the goods. The use of 
“order” is to classify the differences between goods. For goods with 
higher threshold and market range, they are called as “high order” goods 
while goods with lower threshold and market range are classified as “low 
order” goods. (Christaller, 1966) 
 
There has been criticism over Central Place Theory due to its unrealistic 
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assumptions. However, Central Place Theory is still a crucial tool in 
understanding the existence of different towns.  
 
3.3.2. Land Value Theory 
The Land Value Theory is postulated by Haig (1926), it is also well 
known in other names as bid-rent theory or urban rent theory. The theory 
suggests that due to limitation in land supply, there will be competition 
ensuring that the urban areas would be occupied by activities that are 
capable of paying the highest rent, and thereby land is put to highest and 
best use. The Theory suggests that the activity of the land would depend 
on the competitive bidding for that area.  
 
Alonso (1964) based on the idea by Haig, constructed a bid-rent curve 
model. The model is used to explain the land use in different locations in 
an urban area. The model consists of agricultural, residential and also 
business land market respectively for a market equilibrium land use 
pattern.  
  
However, as the idea by Alonso include more than retail land use like 
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residential land use. It is too broad to truly reflect the retail land use. An 
idea on retail land use pattern was suggested by Firey (1947) that the 
retail land use pattern would be based on the retailers’ ability to pay rent.   
 
Garner (1966) suggested another 3 concepts. A clear distinction between 
regional, neighbourhood and community business types is suggested as 
the total sales volume decreased with distance from the peak intersection. 
Through considering high threshold function and high rent paying ability, 
high land value can be found at the centre of retail urban area.  
 
The Land Value Theory is useful to understand the spatial location of 
different activities on the land starting from the city or district centre. The 
ability to pay higher rent would alter its position in the retail location 
pattern. 
 
3.3.3. Principle of Minimum Differentiation 
The idea of the Principle of Minimum Differentiation was firstly 
introduced by Hotelling (1929). However, it was in 1966 that Boulding 
firstly used the term of “Principle of Minimum Differentiation”.  
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By establishing some assumptions in the model, a framework of 
agglomeration of retailers are formed as suggested by Hotelling. 
Assumptions include: 
 
a) Two profit maximizing firms 
b) Selling identical products 
c) Demand being perfectly inelastic 
d) Even distribution of utilizing maximizing consumers 
 
The idea is that with this assumption, homogeneous agglomeration is 
explained as if two shops selling homogeneous products given a choice 
again would choose to relocate to capture the largest market share. 
(Hotelling, 1929) 
 
However, the unrealistic assumptions raised by often criticized by 
different researchers. 
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3.3.4. Spatial Interaction Theory 
The Central Place Theory has suggested that distance can affect the 
providence of type of retailer in an area. Apart this the distance factor, the 
Spatial Interaction Theory proposed that the attractiveness of alternative 
retail area can compensate the deterrent effect of distance. Reailly in 1993 
was believed to be the first one to suggest the idea of Spatial Interaction 
Theory, although it was ambiguous.  
 
Given a larger size of the proposed centre, the deterrent effect of distance 
by the centre can be compensated.  
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Macro Perspective Analysis 
This section would cover the location pattern of cube shop in a city 
regional perspective, and Hong Kong is the location of study in this 
research.  
 
The Central Place Theory will be used to predict the result of the location 
pattern in Hong Kong. Discrepancy or compliance with the theory would 
be addressed and the current situation would be analyzed. 
 
4.1. Geographical Areas Studied 
As one of the objectives in this research is to examine the distribution 
pattern of cube shop in Hong Kong, Hong Kong is divided into 18 
districts in accordance with the boundaries set by the HKSAR, and a 
electoral boundary map is available at Electoral Affairs Commission. The 
attached division of the 18 districts is shown below: 
 
45 
 
 
2007 District Council Electoral Boundaries 
 
Hong Kong Island 
Central and Western District 
Wan Chai District 
Eastern District 
Southern District  
 
Kowloon 
Yau Tsim Mong District 
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Sham Shui Po District 
Kowloon City District 
Wong Tai Sin District 
Kwun Tong District 
 
New Territories 
Tsuen Wan District 
Tuen Mun District 
Yuen Long District 
North District  
Tai Po District    
Sai Kung District 
Sha Tin District 
Kwai Tsing District 
Islands District 
 
4.2. Prediction by Central Place Theory 
Although unrealistic assumptions on Central place Theory are challenged, 
the Central Place Theory still serves as a powerful analytical tool for 
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metropolitan-wide pattern of cube shop.  
 
The concept of order of good has to be deal with before application of the 
theory. Since the demand threshold and the market range depend on the 
order of the goods, the order of the goods for cube shop should be studied. 
Goods and services with higher order are more durable, valuable and 
variable in nature and vice versa. For the case of a cube shop, the 
products that are sold in cube shop are mostly fancy consumer products. 
They are not daily commodities or necessities but are some consumer 
products. Shoppers are more willing to travel for a longer distance for 
these products when they go shopping. Therefore, it is reasonable to state 
that cube shop is a high order good with higher demand threshold and 
market range. 
 
With cube shop as a good of high order, it can be predicted that the 
location pattern of it would be located intensively near the retail core 
among the 18 districts in Hong Kong. In Hong Kong, Mong Kok, Tsim 
Sha Tsui and Causeway Bay are well known as the retail cores. 
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4.3. Analysis of the Result 
Based on the information from the Opencube, hkucubeshop and also 
physical site inspection, the result of location pattern of cube shop in 
Hong Kong is listed below: 
 
 
 
Cube shops are distributed across the districts unevenly. It can be 
observed that the location distribution of cube shops show sign of 
agglomeration, especially in the district at Yau-Tsim-Wong, followed by 
Kwai Tsing and Tuen Mun.  
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Table showing Distribution of Cube Shops in 18 Districts 
Regions Districts 
Number of Cube 
Shops 
Hong Kong Island 
Central and Western 1 
Eastern 4 
Southern 1 
Wan Chai 4 
Kowloon 
Kowloon City 0 
Kwun Tong 3 
Shum Shui Po 7 
Wong Tai Sin 0 
Yau-Tsim-Wong 44 
New Territories 
Islands 0 
Kwai Tsing 19 
Northern 3 
Sai Kung 0 
Sha Tin 8 
Tai Po 8 
Tsuen Wan 7 
Tuen Mun 15 
Yuen Long 4 
Total 
 
128 
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Distribution Summary of Cube Shops in Hong Kong 
 
 
From the graphs, Yau-Tsin-Wong has a total number of 44 cube shops 
which account for 34.83% of the total number of cube shop in Hong 
Kong. Kwai Tsing comes the second which has 19 cube shops with a 
percentage of 14.84% and is followed by Tuen Mun which is 11.72%. It 
is found that there is no significant number of cube shops in Causeway 
Bay at Wan Chai which is a famous retail core in Hong Kong.  
 
4.3.1. Possible Reasons for Distortion of the Theory 
A) Different nature of retail cores 
Mong Kok and Tsim Sha Tsui in Yau-Tsim-Wong district and Causeway 
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Bay in Wan district are renowned for being the retail cores in Hong Kong. 
However, the result has shown that only Mong Kok in Yau-Tsim Wong 
has a significant clustering trend of cube shop. It is suggested that these 
areas play different roles due to the difference in the nature of the retail 
cores. Mong Kok is a retailer core of Hong Kong where small retailers 
are the major businessmen in this area. Unlike Mong Kok, Tsim Sha Tsui 
and Causeway Bay are famous on the massive number of chained 
retailers in the area. Since cube shop is a small retailer in nature as it only 
needs a small retail area and the relative low price of commodities in 
cube shop, it is predicted that it would agglomerate at Mong Kok in Yau 
Tsim Monk District instead of Tsim Sha Tsui and Causeway Bay. 
 
B) Scarcity of retail opportunities 
It is not necessary for cube shop to occupy large space to operate. Usually 
about 200 to 400 sq. ft. is the optimal range for the size of a cube shop. 
Shopping malls which cater specifically for these small size retail units 
are not readily available in Hong Kong. Indeed, these shopping malls are 
found intensively at Mong Kok but not the other districts.  
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C) Unfulfilled assumptions 
Assumptions in Central Place Theory are not realistic in real world. The 
theory gives a general picture of the location pattern of commodity only. 
In real life situation, for example, Hong Kong, population and resources 
are distributed unevenly over the territory. This would affect the 
hexagonal shape which is the idea from Central Place Theory. 
 
4.3.2. Summary of the Findings by Central Place Theory 
After all, it is found that cube shop as a retailer selling high order good, is 
found at one of the higher order centres in Hong Kong. The location 
pattern of cube shop shows sign of cluster especially at Yau-Tsim-Wong 
and the result fits with the prediction by Central Place Theory. Cube shop 
shows agglomeration at Yau-Tsim-Mong district and the location pattern 
over Hong Kong is not evenly distributed. Clustering of cube shop is 
observed at district near to the retail core. This reveals that shoppers are 
willing to travel for a longer distance for the goods offered by cube shops. 
Some factors leading to the distortion from the theory like the nature of 
district are also discussed. 
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Micro Perspective Analysis  
While the previous chapter analyzes the location pattern of cube shop in a 
city level, this chapter covers the research on the location pattern of cube 
shop in a micro perspective analysis which is on the study on district 
level in Hong Kong. Three location theories including Principle of 
Minimum Differentiation, Spatial Interaction Theory and Land Value 
Theory are used in this chapter to test the location pattern of cube shop. 
 
5.1. Prediction by Principle of Minimum Differentiation 
The Principle of Minimum Differentiation gives an example of relocation 
of the two retailers selling homogeneous goods. Applying the theory into 
the case of cube shop, the location pattern for agglomeration or dispersal 
can be predicted. Although the tenants mix in different cube shops vary 
from one to another, the products that are sold in cube shops are quite 
similar in different cube shops. The operators of the cube shop can hardly 
control the products in their shops as the products are determined by the 
tenants of the showcases. Given that the products mostly fall within the 
category discussed in Chapter 2, most cube shops are very similar. In 
other words, the products that are sold in cube shops are nearly 
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homogeneous in nature. Under this scenario, the idea given by 
homogeneous agglomeration as stated in Principle of Minimum 
Differentiation can be applied. With almost homogeneous products in 
cube shop, they would relocate and lastly agglomerate to capture the 
largest market share. Thus, it can be predicted that in a district level, cube 
shop would show pattern of agglomeration.  
 
5.2. Analysis by Principle of Minimum Differentiation 
The Principle of Minimum Differentiation predicts that the location 
pattern of cube shops in a district level would tend to agglomerate but not 
disperse in district level. From table 1 of the appendix, it can be observed 
that in different shopping malls or streets, cube shops show sign of 
agglomeration and are usually situated at certain number of shopping 
malls or streets only. For example, there are a total number of 44 cube 
shops at Yau-Tsim-Monk district but most of them agglomerate at Sino 
Centre and CTMA Centre.  
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With the presumption that agglomeration of cube shops occur when there 
are 3 or more cube shops in a shopping mall or street, the result of 
agglomeration versus dispersal is shown in the graph above. Among the 
128 cube shops in total, 68% of them show sigh of agglomeration in 
shopping malls while the remaining 32% disperse over different location 
in Hong Kong. In the 32% of the total number of cube shops, there are 
only 13 shopping malls accountable for the number. Taking simple 
average, the number of cube shops in a shopping mall/street is 6.69 
among the 68%. Therefore, it can be said that agglomeration of cube 
shops is significant.  
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Possible Reasons for Distortion of the Theory 
A) Unfulfilled assumptions 
However, there is still 32% of cube shop showing dispersal in location 
pattern. This can be due to the fact that the products in cube shops are not 
totally homogeneous. As the operators of cube shops can hardly control 
the products in them, the products in cube shops are almost homogeneous 
but not totally homogeneous. The assumptions in the Principle of 
Minimum Differentiation are not fully satisfied and the result can be 
distorted. Obviously, the real world is not composed of two retailers as 
stated in Hotelling’s model.  
 
B) Insufficient number of retail unit 
Apart from that, the scarcity of retail units in Hong Kong can be a 
problem. In busy shopping areas in Hong Kong, for example, Mong Kok, 
retail units are always occupied, so retailers cannot locate everywhere 
freely as they want. Besides, after the business is launched, there will be 
transaction cost for the business to relocate itself. This gives a restriction 
that retailers are not free to move into anywhere as they want. Subjected 
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to limitation in real life with transaction cost induced on relocation and 
scarcity of retail unit, the location pattern of cube shop can be dispersal 
which does not totally fit well with the prediction.  
 
In fact, some cube shops are located very near to the shopping malls or 
streets where agglomeration of cube shops forms. For example, in Mong 
Kok, dispersal cube shops are found at Trendy Zone and Allied Plaza, but 
they are extremely close to the the shopping malls or streets where 
agglomeration of cube shops take places, like the CTMA centre and 
Argyle Centre.  
 
C) Agglomeration benefits 
Besides, the idea of search cost discussed in Chapter 3 also accounts for 
the agglomeration. Eaton and Lipsey (1979), Wolinsky (1983) and 
Konishi (2005) have proved that clustering can increase sale volume and 
market size. When cube shops are cluster at certain points, it takes less 
time for shoppers to compare and value the products provided by the cube 
shops. Cube shops agglomerate to increase sale volume and market size 
and at the same time the search cost of shoppers is reduced, this is to 
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achieve the best outcome. 
 
5.3. Prediction by Spatial Interaction Theory 
The Spatial Interaction Theory deals with the attractiveness of alternative 
retail area other than considering the cube shop alone. The theory states 
another perspective to consider the attractiveness of a retailer (cube shop 
in this case) is to consider the alternative retail areas as well. If there exist 
attractive alternative retail areas nearby, the deterrent effect of a long 
distance can be compensated. The attractiveness of a certain location to a 
retailer is enhanced by the nearby retailers which interact together to 
generate a drawing power. As shoppers normally do not shop for specific 
purpose in cube shop (i.e. they do not have a specific goal like buying 
furniture or jewellery), the providence of nearby retailers can increase the 
drawing power of cube shop for pedestrians. The shoppers can therefore 
enjoy the wide variety of products or services provided by different 
retailers in a location without taking burden for a long travel. As shoppers 
normally do not shop specifically for certain products in cube shop, it 
would be reasonable to predict that cube shop would take the advantage 
in this case. 
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5.4. Analysis by Spatial Interaction Theory 
The Spatial Interaction Theory predicts that cube shops would be located 
at area with nearby retailers.  
 
 
 
The above graph shows the percentage of cubes shop that is situated at 
shopping mall and that is situated at street. Out of all the cube shops in 
Hong Kong, 96.88% of them are situated at shopping malls, and only 
3.13% of them are situated at shopping streets. As there are generally 
more nearby retailer in shopping mall and the spatial interaction effect 
between retailers is stronger in shopping mall, this result reveals that 
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nearby attraction contributes to the location decision for cube shops. 
However, as there are so many different types of shopping malls in Hong 
Kong with different natures, the question is what type of shopping mall 
can give a better spatial interaction effect to cube shop. 
 
 
S (T-L) = Specialized Theme-Oriented Centre (Leisure Based) 
T(S-C) = Traditional Small Convenience Based Centre 
T(M) = Traditional Medium Centre 
Str = Street 
 
This chart shows the percentage share of cube shop occupied by different 
type of shopping malls, and details are attached in table 4 of the appendix. 
It is shown that nearly 70% of cube shops are located at specialized 
theme oriented mall, followed by traditional small convenience based 
centre and traditional medium centre. The difference between different 
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types of malls has been addressed in Chapter 3 and there are mostly small 
retailers in specialized theme oriented mall. Most of the specialized 
theme oriented malls are positioned as trendy malls which attracts 
teenagers and young adults. These targeted shoppers are also the most 
important shoppers for cube shops. The result has shown that the spatial 
interaction benefit from nearby retail is the greatest when the retailers are 
individual small retailers nearly.  
 
As most of the cubes shops are situated at shopping malls, it can be said 
that most cube shops have taken the advantages brought by retailers. 
Besides, the result also shows that the spatial interaction benefit is at 
maximum when cube shop is located at specialized theme oriented mall. 
 
5.5. Prediction by Land Value Theory 
The Land Value Theory states that the use of a certain land is dependent 
of its ability to pay rent. One example is that the land use in a city would 
change accordingly from office to agricultural use as the land moves 
away along the city centre.  
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Limited Ability to generate Income 
The sources of income in cube shop are from two streams – rent and 
commission. There is limited space in a cube shop and so there will be 
limited number of showcases in a cube shop. As the rental income of a 
cube shop is dependent on the number of showcases in a cube shop, the 
rental income of a cube shop is limited. Besides, since it is easy for other 
businessmen to open cube shop business (just to place some consignment 
boxes in a retail unit), the rent level of consignment box cannot be raised 
high. The stream of income from rental payments by tenants of 
showcases is therefore limited, but not the commission. Commission 
income in a cube shop can be unlimited, and it is dependent on the 
performance of its tenants. However, in most of the cases, tenants of 
showcases would not perform dramatically well that require them to pay 
a large sum of commission. Only can some tenants be very successful. 
Moreover, even there are very successfully tenants in the cube shop. 
These tenants would not stick to the cube shop for a long time. Often, 
they would choose to setup their own business after their success, or 
being attracted to other cube shops with competitive terms and conditions 
provided. Thus, the stream of income from commission is not reliable. 
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Therefore, the rental income of a cube shop is formed by a fixed rental 
income and an unreliable source. 
 
When compared with other retailers, the ability for cube shops to pay rent 
is relatively low. Therefore, it can be predicted that cube shops would not 
stay in areas near the district centre. The district centre will be occupied 
by land use with higher capability to pay rent.  
 
Apart from that, cube shops would also situate at shopping malls. In a 
shopping mall, normally there many different floor levels and the ground 
floor level would normally be most easily accessed. Under such situation, 
the Land Value Theory can also be utilized where the ground floor be 
seen as the shopping mall’s centre and therefore cube shops with a 
weaker ability to pay rent, would normally be situated at a distance away 
from the ground floor. It is predicted that cube shops are located at a 
distance away from the ground floor like upper ground floors or lower 
ground floors. 
 
5.6. Analysis by Land Value Theory 
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The Land Value Theory states that the land use would gradually change 
according to the ability to pay rent when the land is moving away along 
the district centre. It is predicted that cube shops would be located a 
distance away from the district centre. Considering the case of 
Yau-Tsim-Mong, it is reasonable to assume that the land value would 
decrease when the land is moving away from the Mass Transit Railway 
station. Therefore, the when moving along away from the centre (i.e. 
MTR station), the land value would decrease and cube shops are expected 
at a distance away from the centre.  
 
The graph below demonstrates the location distribution of cube shops in a 
section of Yau-Tsim-Mong district. The red circle represents spot with 
more than 5 cube shops while the blue circle represents spot with 5 or less 
cube shops. It can be seen that cube shops are agglomerated at a distance 
away from the MTR station which fits the prediction. 
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Although it is the case in Yau-Tsim-Monk, the case is not the same in 
other areas. For example, in Tsuen Wan district and Kwai Tsing district, 
the location of cube shop does not show significant distance away from 
the MTR stations.  
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Possible Reasons for Distortion of the Theory 
A) Presence of location restriction 
With such a phenomenon observed, does this mean that the Land Value 
Theory does not apply? Indeed, cube shop is subjected to limitation that it 
has to be situated at retail area. For retail core like Yau-Tsim-Mong, since 
most part of the district belongs to the retail area, cube shop has no less 
constraint on choice in location. However, for non-retail core of Hong 
Kong like Kwai Tsing district, only part of the land belongs to retail area. 
Subjected to scarcity of retail area in the district, there are not many 
choices available to cube shops. Even though the land value is higher 
near the MTR station, cube shops still have to locate nearby so as to 
capture the business opportunities.  
 
B) Volatile land value 
In real life, it is not necessarily the case that the rent nears to the MTR 
station would be higher. Indeed, many variables are accountable for the 
rent level like the building age, floor level, pedestrian circulation etc. The 
theory only serves a framework for the analysis and so variations are 
expected. 
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Land Value Theory at Shopping Mall Level 
As cube shops are mostly situated at shopping malls, the principle of 
Land Value Theory still applies inside shopping malls. The rent for retail 
unit is normally the highest as the pedestrian flow is larger, it is predicted 
that cube shops would located at a distance from the ground floor level 
which is the shopping mall’s centre due to its limitation to generate 
income. 
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From the graph above, most of the cube shops are located at first floor 
amounting to 43 out of the total of 124 cube shops in shopping malls, 
followed by 22 cube shops on second floor. The ground floor which is 
assumed to be the shopping mall’s centre with a total of 18 cube shops 
comes third. A pie chart showing the distribution in percentage is shown 
below. 
 
 
 
This chart clearly states that cube shops that are located on ground floor 
in shopping malls only accounts for 14% of the total number of cube 
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shops. 35% of cube shops are located on 1
st
 floor which is followed by 
18% on the 2
nd
 floor. The fact that cube shops tend not to locate on 
ground floor is observed. Therefore, the prediction by the Land Value 
Theory inside shopping malls is revealed.  
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6.1. Introduction 
After analyzing and explaining the location pattern of cube shops in the 
previous chapters by location theories, one of the results is obvious that 
most cube shops are located at shopping malls, rather than shopping street. 
However, as there are so many shopping malls in Hong Kong, how do 
these cube shops choose to locate in different shopping malls? It is 
expected that there is some pattern that leads the cube shops to locate in 
some shopping malls.  
 
Both qualitative analysis and quantitative analysis are carried out so as to 
find out the factors that affect the number of cube shops in a shopping 
mall. These factors would help us to understand why cube shops emerge 
in some shopping malls but not the others.  
 
As discussed in Chapter 2, cube shop has the special natures of 
contracting, low entry barrier and transaction cost reduction. With these 
distinct characters, some factors that affect the number of cube shops in a 
shopping mall can be drawn. These factors are categorized into 
“Transaction Cost Reduction Factor”, “Low Entry Barrier Factor” and 
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“Demand and Supply Factor”. 
 
Summary of Factors 
 
 
Transaction Cost Reduction Factor 
- Accessibility 
 
Demand and Supply Factor 
- Transient Population 
- Pedestrian Flow 
- Type of Trade 
- Construction Floor Area 
- Type of Shoppers 
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Low Entry Barrier Factor 
- Average size of shop 
- Category of Mall 
- Ownership 
 
Some factors that can be quantized are discussed in the next chapter. For 
those which cannot be quantized, they are to be discussed in this chapter.  
 
76 
 
6.2. Transaction Cost Reduction Factor 
 
Accessibility 
The accessibility represents the ease of transportation to a particular 
shopping mall. This factor cannot be quantized in the sense that there are 
various mode of transportation and each of them carries different capacity 
of travel. There can be bus shops and MTR station near to the shopping 
malls, however, the importance of different transportation tool cannot be 
easily accessed. In general, for shopping malls with better accessibility, a 
better pedestrian flow can be expected. Cube shops rely on the number of 
shopper, and the shoppers for cube shops do not shop for specific purpose. 
Thus, the accessibility of a shopping mall can be very important. The 
better the accessibility, the more the number of cube shops is expected. 
Talking about the case of Sino Centre and Kwai Chung Plaza where 
agglomeration of cube shops is most abundant. Sino Centre is situated in 
between the Mong Kok MTR station and Yau Ma Tei MTR station and 
also with bus stops nearby, it is a very easily accessible shopping malls as 
the MTR stations can be easily reached by different MTR lines and also 
due to the massive number of bus stops along the Nathan Road. For the 
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case of Kwai Chung Plaza, it is located just besides the Kwai Fong MTR 
station as well as other bus stops. The accessibility of the both shopping 
mall with the largest number of cube shops is good.  
 
6.3. Demand and Supply Factor 
 
Transient Population 
For every different shopping centre, there is different level of transient 
population within same catchment area. The number of transient 
population varies directly to the number of potential shoppers and 
therefore this factor would affect the number of cube shops in a shopping 
mall. If the number of transient population to a certain area is high, it can 
be expected that there are a larger number of potential shoppers and so 
there will be more opportunities for retailers. In such case, the number of 
cube shops in a mall can be affected by whether the mall is situated in an 
area of high transient population. A table showing the transient 
population is shown below: 
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District Transient Population 
Central and Western 1049000 
Eastern 766000 
Southern 398000 
Wan Chai 1142000 
Kowloon City 853000 
Kwun Tong 891000 
Shum Shui Po 733000 
Wong Tai Sin 487000 
Yau-Tsim-Wong 1806000 
Islands 159000 
Kwai Tsing 629000 
Northern 382000 
Sai Kung 130000 
Sha Tin 808000 
Tai Po 628000 
Tsuen Wan 581000 
Tuen Mun 474000 
Yuen Long 391000 
Travel Characteristics Survey 2002 Final Report 
 
The table shows that Yau-Tsim-Wong district has the largest number of 
transient population, and two of the first three shopping centres with the 
most number of cube shops including the Sino Centre center and CTMA 
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centre are situated at Yau-Tsim-Wong district. The result shows that a 
district where transient population is higher is more favourable for cube 
shops to locate. 
 
Type of Shoppers 
As the majority of shoppers who are interested in cube shops are 
teenagers and young adults, cube shops tend to locate at shopping malls 
which attract these kinds of pedestrians. The shopping malls with more 
than 5 cube shops each including Sino Centre, CTMA centre, Goodrich 
Shopping Arcade, Man Bo Building Shopping Arcade and Kwai Chung 
Plaza are all shopping malls where teenagers and young adults are the 
major shoppers. Although cube shops also emerge at shopping malls in 
which household member are the major shoppers, the number is much 
less. The type of shoppers of a mall can affect the location decision of the 
owner of cube shop. 
 
6.4. Low Entry Barrier Factor 
 
Ownership 
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The ownership of a mall can be diversified or united. Depending on 
whether the ownership is diversified or united, the policy for the shopping 
mall can be very different in different terms like tenant mix. For a 
shopping mall being held by a single party, the party would consider the 
whole shopping mall as a unity. It would focus on the enhancement of 
value of the shopping mall like by attracting more shoppers so as to 
increase rental income. However, this is not the case for a shopping mall 
which is owned by individual owners. For shopping malls where the 
ownership is diversified to individual owners, it is difficult for them to 
come up with a promotional plan or activity for the well being of the 
shopping mall. Besides, individual owners mostly consider their self 
interest only. For example, when these owners lease their retail unit out, 
their consideration is only the rental income instead of the ability for the 
tenant to bring benefits to the shopping mall as a whole. Therefore there 
is often less consideration and restriction for tenancy by shopping malls 
with diversified ownership.  
 
Cube shop is a small form of retailer with different suppliers of products 
who are the tenants of the cube shop. It is difficult to control and manage 
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specifically which type of product will dominant in cube shop. Therefore 
cube shop is less preferable in shopping malls where the ownership is 
united.  
 
Shopping Malls Number ownership Diversified United 
Apple Mall, Dragon Centre 4 united 
 
4 
Sino Centre 20 diversified 20 
 
CTMA Centre 9 united 
 
9 
Argyle Centre 3 diversified 3 
 
Trendy Zone 2 united 
 
2 
Allied Plaza 2 diversified 2 
 
Pioneer Centre 3 united 
 
3 
Hong Kong Industrial Centre (Block B) 2 diversified 2 
 
Causeway Place 2 united 
 
2 
Lung Fung Garden Shopping Centre 2 united 
 
2 
Tai Po Plaza 4 united 
 
4 
Fortune Plaza 2 united 
 
2 
Tuen Mun Lee Bo Building 3 diversified 3 
 
Waldort Arcade 2 united 
 
2 
Goodrich Shopping Arcade 5 diversified 5 
 
Man Bo Building 5 diversified 5 
 
Lucky Plaza 3 united 
 
3 
Sha Tin Plaza 1 united 
 
1 
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Tsuen Fung Centre 3 united 
 
3 
Nan Fung Centre 1 diversified 1 
 
Kwai Chung Plaza 19 diversified 19 
 
Sunshine Plaza 3 united 
 
3 
  100 
 
60 40 
 
22 shopping malls with a total of 100 cube shops are checked with 
respect to their ownership status. It is found that cube shops agglomerate 
much more in shopping malls with diversified ownership than united 
ownership. This can be attributed to the management issue of shopping 
malls for different strategic purpose as discussed. 
 
Average Size of Unit 
Cube shops do not require a lot floor area to operate. Instead, it only 
requires a small floor area to operate and so it can minimize the rental 
expenditure. Therefore, availability of small units in shopping malls will 
be crucial for the emergence of cube shops. Some small retail units are 
readily available in some shopping malls to accommodate small retailers, 
so this type of shopping malls can provide opportunity to cube shops. 
Conversely, for shopping malls with large retail unit, they can be suitable 
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for large chained retailers but not cube shops. Therefore, if the average 
size of unit for a certain shopping mall is lower, the chance for cube 
shops to form is higher. 
 
With the database that is listed in the appendix, it can be observed that 
Sino Centre, CTMA Centre and Kwai Chung Plaza are with low average 
size for retail unit and so there can be plenty of opportunities for small 
retailers. The number of cube shops is also higher in these shopping 
malls.  
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CHAPTER SEVEN 
QUANTITATIVE ANALYSIS 
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7.1. Introduction 
The qualitative factors that affect the number of cube shops in a shopping 
mall are discussed in previous chapter. In this chapter, some other factors 
that can be quantized are discussed. These quantitative factors are going 
to be tested in a regression model. It is expected to work some the factors 
that affect the number of cube shops in a shopping mall by a statistical 
mean.  
 
Ordinary Least Squares 
Ordinary Least Squares (OLS) is a technique to estimate the unknown 
parameters in a linear regression model. The sum of squared distances 
between the observed responses in a set of data is minimized. 
 
OLS is a convenient and famous technique to find out the parameters and 
it is frequently used. The model assumes that the expected value of the 
error term is zero and the response variables are uncorrelated to each 
other. The dependent variable is in a linear function with independent 
variables and a stochastic error time.  
 
86 
 
Selected Shopping Malls 
Data is limited in doing the quantitative analysis, as there are limited 
numbers of shopping centres where cube shops are present. Out of the 
total of 41 shopping malls in Hong Kong where cube shops are present, 
22 of them are selected for running the regression. These 22 shopping 
malls are selected as there is larger number of cube shop in each of them, 
and 22 shopping malls without cube shops near to the mentioned 22 
shopping malls with cube shops are also tested in the regression model. 
There will be a total of 44 shopping malls in the data sample. The 
principle is to match each shopping mall with cube shop with a nearby 
shopping mall without cube shop so as to include the element of control 
experiment. Provided that the 22 shopping malls without cube shop are 
selected randomly as long as they are near to the shopping malls with 
cube shops. By incorporating some shopping malls without cube shop 
into the model, the accuracy of the model can be improved as control 
experiment is carried out.  
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Table Showing Controls to Shopping Malls with Cube Shops 
Shopping Malls with Cube Shops 
Shopping Malls without Cube Shops 
(Controls) 
西九龍中心
蘋果商場 
Apple Mall, Dragon 
Centre 
西九龍中心 Dragon Centre 
信和中心 Sino Centre 家樂坊 Gala Place 
兆萬中心 CTMA Centre 銀城廣場 Ginza Plaza 
旺角中心 Argyle Centre 
 朗豪坊商場 
Langham Place Shopping 
Mall 
潮流特區 Trendy Zone CHIC 之堡 Chic Castle 
聯合廣場 Allied Plaza 金都商場 Golden Plaza 
始創中心 Pioneer Centre 新世紀廣場 Grand Century Place 
香港工業中
心 B 座 
Hong Kong Industrial 
Centre (Block B) 
長沙灣時裝
批發廣場 
Cheung Sha Wan Fashion 
Wholesale Plaza 
銅鑼灣地帶 Causeway Place 時代廣場 Time Square 
龍豐花園商
場 
Lung Fung Garden 
Shopping Centre 
 
上水廣場  
 
Landmark North 
大埔廣場 Tai Po Plaza 翠屏花園商
場 
Jade Plaza Shopping Centre 
昌運中心 Fortune Plaza 太和廣場 Tai Wo Plaza 
屯門利寶商
場 
Tuen Mun Lee Bo 
Building 
安定邨商場 On Ting Estate Commercial 
Complex 
華都商場 Waldort Arcade 屯門市廣場 TMTPLAZA 
盈豐商場 Goodrich Shopping 
Arcade 
建生邨商場 Kin Sang Estate 
Commercial Complex 
置樂萬寶商
場 
Man Bo Building 新都商場 New Town Commercial 
Arcade 
好運中心商
場 
Lucky Plaza 連城廣場 Citylink Plaza 
沙田廣場 Sha Tin Plaza 新城市廣場 New Town Plaza Phase 3 
荃豐中心 Tsuen Fung Centre 荃新天地  Citywalk 
南豐中心 Nan Fung Centre 綠楊坊 luk yeung galleria 
葵涌廣場 Kwai Chung Plaza 新都會廣場 Metroplaza 
陽光廣場 Sunshine Plaza 
榮輝大廈 
Wing Fai Mansion 
Shopping Centre 
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Construction Floor Area (CFA) 
Originally it was the author’s intention to use total gross leasable floor 
area as a variable. However, subjected to the limitation of data, the 
construction floor area (CFA) is used as an alternative. The CFA is 
measured by summing up the area measured on a scale map
1
 and also the 
number of storey of the shopping centres. 
 
Demand and Supply Factor 
 
Pedestrian Flow (PF) 
The method for measuring the pedestrian flow is stated in Chapter 3. 
Under time constraint and unavailability of human resources, a 20 
minutes period is used to measure the number of pedestrians in the 
shopping mall. As shoppers of cube shop do not shop specifically with 
purpose, like they would rarely shop for cosmetics in a cube shop, the 
number of pedestrian flow of the shopping mall can greatly affect the 
potential customers of cube shop. Whether the shoppers would make 
decision to buy any items is an ad hoc feeling of the shoppers, therefore 
                                                     
1 Centamap. 2010 [Online] Available at: http://www.centamap.com [Assessed 8 March 2010] 
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the pedestrian flow can be a very important factor. 
 
Low Entry Barrier Factor 
 
Type of Mall (TM) 
The type of shopping mall can largely affect the emergence of cube shop. 
It can be observed that cube shops are located at convenience based 
traditional shopping centre and also specialized theme oriented centre. 
For shopping malls like Sino Centre and Kwai Chung Plaza which more 
than cube shops in the mall, they both belong to specialized theme 
oriented mall. It is observed that most cube shops are located at 
specialized theme-oriented Centre (Leisure Based). Apart from that, there 
are also cube shops located at Traditional Small Convenience Based 
Centre and Traditional Medium Centre.  
 
In particular, cube shops mainly emerge in specialized theme-oriented 
centres which are small in scale and with average unit of 150 to 250 sq. 
ft., so the there are plenty of opportunities for small retailers. For 
traditional centre, typically cube shops are situated at estate shopping 
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centres with better pedestrian flow and better opportunity for small 
retailers.  
 
As majority of shopping malls with cube shop are specialized 
theme-oriented mall, type of mall is used as a dummy variable. If the 
shopping mall is a specialized theme-oriented mall, a “1” is used in the 
regression denote the type of the mall. If not, a “0” is used instead. 
 
Functional Form 
The three mentioned variables including Construction Floor Area, 
Pedestrian Flow as well as Type of Mall are tested in the multiple linear 
regression model in different functional form. 
 
The Construction Floor Area is in linear form as it is expected that the 
relationship between the number of cube shops and CFA is linear. For the 
Pedestrian Flow, polynomial form is used as the relationship between the 
number of cube shops and PF is expected to change accordingly to the 
variable itself at an increasing rate. Lastly for the Type of Mall, it is 
treated as a dummy variable as mentioned. “1” denotes the mall is a 
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specialized theme-oriented malls while “0” denotes other types of mall.  
 
7.2. Model 
With the variables chosen and also their functional forms decided, the 
factors that affect the number of cube shops in a shopping mall can be 
tested through the multiple linear regression model. The equation is 
shown below: 
 
NO =α0 + α1 CFA + α2 PF +α3 PF
2
 +α4 TM +ε 
 
Where 
αx = Constant term and Coefficients for different variables  
NO = Number of Cube Shops 
CFA = Construction Floor Area 
PF = Pedestrian Flow 
PF
2
 = Pedestrian Flow (squaring) 
TM = Type of Mall (dummy variable) 
ε = Error Term 
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Expected Sign 
Independent 
Variable 
Expected 
Sign 
Meaning 
CFA +ve The larger is the shopping mall, the more the 
number of cube shops 
PF +ve The higher the pedestrian flow, the more the 
number of cube shops 
PF
2
 -ve Decreasing effect of pedestrian flow to the 
number of cube shops in a shopping mall 
TM +ve For specialized theme-oriented mall, there will 
be more cube shops 
 
7.3. Result and Discussion 
 
NO =α0 + α1 CFA + α2 PF +α3 PF
2
 +α4 TM +ε 
 
Eview 6.0, statistical software is used, the result of the regression for the 
equation above is shown below: 
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Dependent Variable: NO   
Method: Least Squares   
Date: 03/29/10   Time: 21:00   
Sample: 1 44    
Included observations: 44   
     
     Variable Coefficient Std. Error t-Statistic Prob.   
     
     C 8.112515 2.906100 2.791547 0.0081 
CFA 3.48E-07 6.08E-07 0.572865 0.5700 
PF -0.058828 0.016227 -3.625396 0.0008 
PF2 0.000105 2.10E-05 4.973869 0.0000 
TM 2.434135 0.983429 2.475150 0.0178 
     
     R-squared 0.620031    Mean dependent var 2.272727 
Adjusted R-squared 0.581060    S.D. dependent var 4.261038 
S.E. of regression 2.757983    Akaike info criterion 4.973521 
Sum squared resid 296.6523    Schwarz criterion 5.176270 
Log likelihood -104.4175    Hannan-Quinn criter. 5.048710 
F-statistic 15.90998    Durbin-Watson stat 1.719077 
Prob(F-statistic) 0.000000    
     
     
 
The high p value for the Construction Floor Area (CFA) is not a 
satisfactory result. This implies that the effect of CFA on number of cube 
shop is insignificant, therefore it will be removed. Regression will run 
again with the remaining variables. The model becomes: 
 
NO =α0 +α1 PF +α2 PF
2
 +α3 TM +ε 
 
 
94 
 
Dependent Variable: NO   
Method: Least Squares   
Date: 03/29/10   Time: 20:59   
Sample: 1 44    
Included observations: 44   
     
     Variable Coefficient Std. Error t-Statistic Prob.   
     
     C 7.982418 2.872780 2.778639 0.0083 
PF -0.056581 0.015613 -3.624042 0.0008 
PF2 0.000102 2.05E-05 4.995032 0.0000 
TM 2.179043 0.869446 2.506244 0.0164 
     
     R-squared 0.616834    Mean dependent var 2.272727 
Adjusted R-squared 0.588096    S.D. dependent var 4.261038 
S.E. of regression 2.734724    Akaike info criterion 4.936446 
Sum squared resid 299.1485    Schwarz criterion 5.098645 
Log likelihood -104.6018    Hannan-Quinn criter. 4.996597 
F-statistic 21.46442    Durbin-Watson stat 1.731972 
Prob(F-statistic) 0.000000    
     
     
 
The result shows that all independent variables are significant at 1% level 
as the p-value (prob.) is small than 0.1 for all variables. The R-squared is 
0.617 which means that 61.7% of the change in number of cube shops in 
a shopping mall can be explained by the change in one or more 
independent variables.  
 
Pedestrian Flow (PF and PF
2
) 
Both PF and PF
2
 are significant are 1% level. Unexpectedly, the result of 
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the coefficient shows an opposite sign whereas PF shows a negative 
coefficient and PF
2
 shows a positive sign.  
 
Originally, it is expected that the number of cube shops would increase 
accordingly to the rate of pedestrian flow. And the providence of the 
square term would give a diminishing effect to the number of cube shop 
by pedestrian flow in an increasing rate. The fact is that the sign is 
reversed from the expectation. The pedestrian flow gives a negative 
coefficient with the number of cube shop which means the number of 
cube shops would decrease with the pedestrian flow. However, this 
decrease is compensated by the square term of the pedestrian flow. The 
positive sign of the PF
2
 term shows that the number of cube shops 
increase with the pedestrian flow at an increasing rate. The relationship 
between the pedestrian flow and the number of cube shops is in a curve 
with increasing slope. Agglomeration of cube shop is especially 
significant when there is intense pedestrian flow. 
 
Type of Mall (TM) 
The variable is significant at 1% level with positive coefficient of 2.18. It 
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means that if the shopping mall is a specialized theme-oriented mall, a 
number of 2.18 cube shops is added to the shopping mall. The type of the 
mall gives a significant coefficient in the number. As discussed 
previously, the average size of units in specialized theme-oriented mall is 
usually smaller and the opportunities are open to small retailer, therefore 
the result is quite reasonable.  
 
Limitations on the Analysis 
Insufficient data is a major problem in this analysis. There is limited 
number of cube shops in Hong Kong. Out of the 41 shopping malls with 
cube shops, only 22 of them are tested against another 22 shopping malls 
without cube shops. The difficulties in evaluating the pedestrian flow of 
every shopping centre have been a problem. Besides, the R square for the 
model is not very high. It is expected more factors can be incorporated 
into the model if more data is available. 
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CHAPTER EIGHT 
CONCLUSION 
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8.1. Summary of Findings 
This research seeks to explain the locations of a new form of retailer, 
known as cube shops, by means of their special natures in contracting, 
transaction cost reduction, and low entry barriers. Through a series of 
location theories (Central Place Theory, Land Value Theory, Spatial 
Interaction Theory and Principle of Minimum Differentiation), statistical 
evidence including regression, factors influencing the location pattern of 
cube shop are identified. 
 
The results revealed that some factors are significant in influencing the 
location pattern of cube shops. Firstly, Central Place Theory has given us 
the idea of market range, demand threshold, traveling distance. Secondly, 
the Land Value Theory deduces the decline on economic rent at locations 
away from the city centre. Thirdly, the Spatial Interaction Theory 
describes the influences of the nearby attractions to the location choice. 
Lastly, the Principle of Minimum Differentiation states the importance of 
location strategy to capture market share in homogeneous agglomeration 
case. After verification, the location pattern of cube shop cannot be fully 
explained by the location theories. Some distortion and violations from 
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the theories are explained with reference to the special natures of cube 
shop. 
 
Multiple regression model is applied to find out the factors influencing 
the location choice of cube shop in shopping mall. The number of cube 
shop as the independent variable is run against several variables including 
Construction Floor Area (CFA), Pedestrian Flow (PF and PF2) and Type 
of Mall (TM). Except that Construction Floor Area (CFA) is tested with 
too high p –value and excluded as a factor. All other factors are 
significant at 1% level in the regression model. The result has proven that 
the larger the pedestrian flow, the number of cube shops increases at an 
increasing rate. Besides, if the type of mall belonging to specialized 
theme oriented mall, the number of cube shops increases significantly. 
 
8.2. Evaluation of the Objectives 
Two objectives are established at Chapter 1 in this research, they are: 
 
1. To review the development and special nature of the cube shop; and 
2. To identify factors affecting the location pattern of cube shop 
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Objective 1 is well achieved, as Chapter 1 and Chapter 2 cover the 
various aspects of cube shop. For example, the development of cube 
shops and different forms of cube shops are discussed. Objective 2 is also 
achieved because Chapter 4 and Chapter 5 identify and analyze the 
location pattern of cube shops in Hong Kong, and a clustering of cube 
shops at a retail core like Mong Kok is found. Meanwhile, Chapter 6 and 
Chapter 7 have identified location factors for cube shops in shopping mall 
including pedestrian flow and type of mall. 
 
8.3. Limitation of the Study 
Small sample size for the regression is the first limitation. There was 
limited time to collect data on pedestrian flow. The accuracy of the result 
can be improved with more data.  
 
Besides, Hong Kong is a wealthy society with its special culture and 
custom. The location pattern of Hong Kong may not be able to be applied 
to other cities in the world. One of the purposes of cube shop is to break 
the high entry barrier for creating or starting the business. Therefore, it is 
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expected society with high entry barrier for new business would facilitate 
the formation of cube shop.  
 
8.4. Area for further Study 
Comparisons can be made to secondary-product retailers on their location 
patterns, and also factors affecting location distribution in shopping malls 
- as both secondary-product retailers and cube shops provide the 
consignment services. Comparisons can be made on the differences in 
their natures, and reasons explaining these differences can be proposed 
based on results of the findings.  
 
Hong Kong is a wealthy society with a high GDP per capita in the world. 
In other societies where the levels of the economy are very different, the 
location pattern of cube shops can be very different. Analysis can be done 
on cities with similar or different economy levels compared to Hong 
Kong. It would be interesting to know how these differences would affect 
the location pattern of cube shops. For example, analysis can be done on 
Japan or Taiwan.  
 
102 
 
Appendix 
 
Table 1 List of of Cube Shops Distribution 
Shopping Malls/ Streets District Number of 
Cube Shops 
Goldmark Shum Shui Po 1 
Hong Kong Industrial Centre (Block B) Shum Shui Po 2 
Apple Mall, Dragon Centre Shum Shui Po 4 
Sino Centre Yau-Tsim-Monk 21 
CTMA Centre Yau-Tsim-Monk 9 
Argyle Centre Yau-Tsim-Monk 3 
Sai Yeung Choi Street, Mong Kok Yau-Tsim-Monk 1 
Trendy Zone Yau-Tsim-Monk 2 
Allied Plaza Yau-Tsim-Monk 2 
Pioneer Centre Yau-Tsim-Monk 3 
Chungking Express Yau-Tsim-Monk 1 
Prat Avenue, Tsim Sha Tsui Yau-Tsim-Monk 1 
New Mandarin Plaza Yau-Tsim-Monk 1 
Sceneway Plaza Kwun Tong 2 
Kai Cheung House, Kai Yip Estate Kwun Tong 1 
Windsor House Wan Chai 1 
Causeway Place Wan Chai 2 
Laforet Wan Chai 1 
Aldrich Garden Eastern 1 
King's park lane Eastern 1 
Tin Hau Apple Mall Eastern 1 
Tai On Building Arcade Eastern 1 
Jumbo Arcade Southern 1 
Chong Yip Shopping Centre Central and Western 1 
Lung Fung Garden Shopping Centre Northern 2 
Sunningdale Garden Northern 1 
Tai Po Plaza Tai Po 6 
Fortune Plaza Tai Po 2 
Yuen Long Plaza Yuen Long 1 
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In-CITI Yuen Long 2 
Hillier Shopping Centre Yuen Long 1 
Tuen Mun Lee Bo Building Tuen Mun 3 
Waldort Arcade Tuen Mun 2 
Goodrich Shopping Arcade Tuen Mun 5 
Man Bo Building Tuen Mun 5 
Lucky Plaza Sha Tin 3 
Sha Tin Plaza Sha Tin 1 
Wo Che Plaza Sha Tin 1 
Sunshine Plaza Sha Tin 3 
City Landmark I Tsuen Wan 1 
Tsuen Fung Centre Tsuen Wan 3 
Nan Fung Centre Tsuen Wan 1 
Cheong Ning Arcade Tsuen Wan 1 
Waldort Centre Tsuen Wan 1 
Kwai Chung Plaza Kwai Tsing 19 
    128 
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Table 2 List of of Cube Shops Distribution in 18 Districts 
District 
Number of 
Shopping Malls/ 
Streets 
Total in District 
Level 
Average 
Central and Western 1 1 1.00  
Eastern 4 4 1.00  
Southern 1 1 1.00  
Wan Chai 3 4 1.33  
Kowloon City 0 0 - 
Kwun Tong 2 3 1.50  
Shum Shui Po 3 7 2.33  
Wong Tai Sin 0 0 - 
Yau-Tsim-Wong 10 44 4.40  
Islands 0 0 - 
Kwai Tsing 1 19 19.00  
Northern 2 3 1.50  
Sai Kung 0 0 - 
Sha Tin 4 8 2.00  
Tai Po 2 8 4.00  
Tsuen Wan 5 7 1.40  
Tuen Mun 4 15 3.75  
Yuen Long 3 4 1.33  
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Table 3 List of of Cube Shops Distribution by Floor Level 
Shopping Malls/ Streets B2/F B/F G/F M/F 1/F 2/F 3/F 5/F 7/F 
    
       
Goldmark   1 
      
Hong Kong Industrial Centre (Block B)   
  
2 
    
Apple Mall, Dragon Centre   
      
4 
Sino Centre  3 2 5 7 4 
   
CTMA Centre 4 5 
       
Argyle Centre   
  
1 1 1 
  
Trendy Zone   
   
1 1 
  
Allied Plaza   
  
2 
    
Pioneer Centre  2 1 
      
Chungking Express   
   
1 
   
New Mandarin Plaza   1 
      
Sceneway Plaza   
     
2 
 
Kai Cheung House, Kai Yip Estate   1 
      
Windsor House  1 
       
Causeway Place   
   
2 
   
Laforet   
  
1 
    
Aldrich Garden   1 
      
Tin Hau Apple Mall   
  
1 
    
Tai On Building Arcade   1 
      
Jumbo Arcade   
    
1 
  
Chong Yip Shopping Centre   
  
1 
    
Lung Fung Garden Shopping Centre   2 
      
Tai Po Plaza   
   
6 
   
Fortune Plaza   1 
 
1 
    
Yuen Long Plaza   
  
1 
    
In-CITI   
  
1 
 
1 
  
Hillier Shopping Centre   1 
      
Tuen Mun Lee Bo Building   
  
3 
    
Waldort Arcade   
  
2 
    
Goodrich Shopping Arcade   
  
5 
    
Man Bo Building   
  
5 
    
Lucky Plaza   
    
3 
  
Sha Tin Plaza   
    
1 
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Wo Che Plaza   
    
1 
  
Sunshine Plaza   
   
2 1 
  
City Landmark I   1 
      
Tsuen Fung Centre  1 2 
      
Nan Fung Centre   
  
1 
    
Cheong Ning Arcade   
  
1 
    
Waldort Centre   
  
1 
    
Kwai Chung Plaza   3 
 
7 5 4 
  
  4 12 18 5 43 22 14 2 4 
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Tale 4 List of of Cube Shops Distribution by Type of Mall 
Shopping Malls/ Streets Type S(T-L) Str T(S-C) T(M) 
Goldmark S(T-L) 1       
Hong Kong Industrial Centre (Block B) S(T-L) 2       
Apple Mall, Dragon Centre S(T-L) 4       
Sino Centre S(T-L) 21       
CTMA Centre S(T-L) 9       
Argyle Centre S(T-L) 3       
Sai Yeung Choi Street, Mong Kok Str   1     
Trendy Zone S(T-L) 2       
Allied Plaza S(T-L) 2       
Pioneer Centre T(M)       3 
Chungking Express T(S-C)     1   
Prat Avenue, Tsim Sha Tsui Str   1     
New Mandarin Plaza T(S-C)     1   
Sceneway Plaza T(M)       2 
Kai Cheung House, Kai Yip Estate T(S-C)     1   
Windsor House S(T-L) 1       
Causeway Place S(T-L) 2       
Laforet S(T-L) 1       
Aldrich Garden T(S-C)     1   
King's park lane Str   1     
Tin Hau Apple Mall S(T-L) 1       
Tai On Building Arcade T(S-C)     1   
Jumbo Arcade S(T-L) 1       
Chong Yip Shopping Centre T(S-C)     1   
Lung Fung Garden Shopping Centre T(S-C)     2   
Sunningdale Garden Str   1     
Tai Po Plaza T(M)       6 
Fortune Plaza T(S-C)     2   
Yuen Long Plaza T(M)       1 
In-CITI S(T-L) 2       
Hillier Shopping Centre S(T-L) 1       
Tuen Mun Lee Bo Building S(T-L) 3       
Waldort Arcade T(M)       2 
Goodrich Shopping Arcade T(S-C)     5   
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Man Bo Building S(T-L) 5       
Lucky Plaza S(T-L) 3       
Sha Tin Plaza T(M)       1 
Wo Che Plaza T(S-C)     1   
Sunshine Plaza S(T-L) 3       
City Landmark I T(S-C)     1   
Tsuen Fung Centre S(T-L) 3       
Nan Fung Centre T(S-C)     1   
Cheong Ning Arcade T(S-C)     1   
Waldort Centre T(S-C)     1   
Kwai Chung Plaza S(T-L) 19       
   
   
 
S (T-L) = Specialized Theme-Oriented Centre (Leisure Based) 
T(S-C) = Traditional Small Convenience Based Centre 
T(M) = Traditional Medium Centre 
Str = Street 
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Table 5 List of Malls tested in Multiple Regression Model 
 
  Shopping Malls/ Streets 
黃金商場 Goldmark 
香港工業中心 Hong Kong Industrial Centre (Block B) 
西九龍中心蘋果商場 Apple Mall, Dragon Centre 
信和中心 Sino Centre 
兆萬中心 CTMA Centre 
旺角中心 Argyle Centre 
旺角西洋菜街 Sai Yeung Choi Street, Mong Kok 
潮流特區 Trendy Zone 
聯合廣場 Allied Plaza 
始創中心 Pioneer Centre 
重慶站購物商場 Chungking Express 
尖沙咀寶勒巷 Prat Avenue, Tsim Sha Tsui 
新文華中心 New Mandarin Plaza 
匯景廣場 Sceneway Plaza 
啟業村啟祥樓 14-27 號地下(新翼) Kai Cheung House, Kai Yip Estate 
皇室堡 Windsor House 
銅鑼灣地帶 Causeway Place 
東角 Laforet Laforet 
香港筲箕灣愛禮街 2 號愛蝶灣 20 號地舖 Aldrich Garden 
- King's park lane 
蘋果商場 Tin Hau Apple Mall 
太安樓商場 Tai On Building Arcade 
珍寶商場 Jumbo Arcade 
創業商場 Chong Yip Shopping Centre 
龍豐花園商場 Lung Fung Garden Shopping Centre 
順欣花園地下 Sunningdale Garden 
大埔廣場 Tai Po Plaza 
昌運中心 Fortune Plaza 
元朗廣場 Yuen Long Plaza 
嘉城廣場 In-CITI 
喜利商場 Hillier Shopping Centre 
屯門利寶商場 Tuen Mun Lee Bo Building 
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華都商場 Waldort Arcade 
盈豐商場 Goodrich Shopping Arcade 
置樂萬寶商場 Man Bo Building 
好運中心商場 Lucky Plaza 
沙田廣場 Sha Tin Plaza 
禾峚廣場 Wo Che Plaza 
陽光廣場 Sunshine Plaza 
城市中心 City Landmark I 
荃豐中心 Tsuen Fung Centre 
南豐中心 Nan Fung Centre 
荃昌中心昌寧商場 Cheong Ning Arcade 
華都中心 Waldort Centre 
葵涌廣場 Kwai Chung Plaza 
西九龍中心 Dragon Centre 
家樂坊 Gala Place 
銀城廣場 Ginza Plaza 
 朗豪坊商場 Langham Place Shopping Mall 
CHIC 之堡 Chic Castle 
金都商場 Golden Plaza 
新世紀廣場 Grand Century Place 
長沙灣時裝批發廣場 
Cheung Sha Wan Fashion Wholesale 
Plaza 
時代廣場 Time Square 
 
上水廣場  
 
Landmark North 
翠屏花園商場 Jade Plaza Shopping Centre 
太和廣場 Tai Wo Plaza 
安定邨商場 On Ting Estate Commercial Complex 
屯門市廣場 TMTPLAZA 
建生邨商場 Kin Sang Estate Commercial Complex 
新都商場 New Town Commercial Arcade 
連城廣場 Citylink Plaza 
新城市廣場 New Town Plaza Phase 3 
荃新天地  Citywalk 
綠楊坊 luk yeung galleria 
新都會廣場 Metroplaza 
榮輝大廈 Wing Fai Mansion Shopping Centre 
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Table 6 List of Malls tested in Multiple Regression Model 
Shopping Malls with Cube Shops 
Shopping Malls without Cube Shops 
(Controls) 
西九龍中心
蘋果商場 
Apple Mall, Dragon 
Centre 
西九龍中心 Dragon Centre 
信和中心 Sino Centre 家樂坊 Gala Place 
兆萬中心 CTMA Centre 銀城廣場 Ginza Plaza 
旺角中心 Argyle Centre 
 朗豪坊商場 
Langham Place Shopping 
Mall 
潮流特區 Trendy Zone CHIC 之堡 Chic Castle 
聯合廣場 Allied Plaza 金都商場 Golden Plaza 
始創中心 Pioneer Centre 新世紀廣場 Grand Century Place 
香港工業中
心 B 座 
Hong Kong Industrial 
Centre (Block B) 
長沙灣時裝
批發廣場 
Cheung Sha Wan Fashion 
Wholesale Plaza 
銅鑼灣地帶 Causeway Place 時代廣場 Time Square 
龍豐花園商
場 
Lung Fung Garden 
Shopping Centre 
 
上水廣場  
 
Landmark North 
大埔廣場 Tai Po Plaza 翠屏花園商
場 
Jade Plaza Shopping Centre 
昌運中心 Fortune Plaza 太和廣場 Tai Wo Plaza 
屯門利寶商
場 
Tuen Mun Lee Bo 
Building 
安定邨商場 On Ting Estate Commercial 
Complex 
華都商場 Waldort Arcade 屯門市廣場 TMTPLAZA 
盈豐商場 Goodrich Shopping 
Arcade 
建生邨商場 Kin Sang Estate 
Commercial Complex 
置樂萬寶商
場 
Man Bo Building 新都商場 New Town Commercial 
Arcade 
好運中心商
場 
Lucky Plaza 連城廣場 Citylink Plaza 
沙田廣場 Sha Tin Plaza 新城市廣場 New Town Plaza Phase 3 
荃豐中心 Tsuen Fung Centre 荃新天地  Citywalk 
南豐中心 Nan Fung Centre 綠楊坊 luk yeung galleria 
葵涌廣場 Kwai Chung Plaza 新都會廣場 Metroplaza 
陽光廣場 Sunshine Plaza 
榮輝大廈 
Wing Fai Mansion 
Shopping Centre 
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